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Agenda 

 What we see working today. 

 Social media – what’s the key to getting a ROI? 

 Panel discussion.  



Critical3 Marketing 

Drive revenue. 

B2B Technology and Services 

 
Get focused.  



Critical3 Marketing 

Financial Services Clients 

 



Know your audience. 



Know your audience. 

Source: Insights Into 2012 Survey, Abound Resources, Inc. 



Know your audience. 

Source: Insights Into 2012 Survey, Abound Resources, Inc. 







The approach is critical. 

• On-on-one Conversations 

• Define Clear Objectives 

• Customer Focused 

• Skills to Conduct Open 
Conversations 

Voice of the customer interviews. 



How did you first learn about us? 



What’s the best way to 
communicate with you? 

Best Ways to Communicate 

• Word of mouth 
 

 

 

 

 

 

 

 

 

 

 

“If a banker tells me about it,  
that says a lot.” 

 



Voice of the customer. 

Best Ways to Communicate 

• Word of mouth 

• Face-to-face (conferences, peer groups, etc.) 

 

 

 

 

“It’s always better to personally see the product 
or hear firsthand from the company.” 

 



Voice of the customer. 

Best Ways to Communicate 

• Word of mouth 

• Face-to-face – conferences and peer groups 

• Email/direct mail   

 

 

 

“If I open the mail, it needs to get my  
attention in 5 seconds or it goes in the trash.” 

 



Voice of the customer. 

Best Ways to Communicate 

• Word of mouth 

• Face-to-face – conferences and peer groups 

• Email/direct mail – but you have to get my  

attention quickly 

• Endorsements   

 

“It gives me piece of mind and we don’t have the 
resources to do the due diligence ourselves.” 

 



Voice of the customer. 

Best Ways to Communicate 

• Word of mouth 

• Face-to-face – conferences and peer groups 

• Email/direct mail – but you have to get my  

attention quickly 

• Endorsements   

• Online events  

 

“I don’t have a lot time, so I only attend  
webinars on topics that grab my attention.” 

 



What we see working today. 





Ingredients of successful content. 

• Engage and Inform vs. Interrupt & Sell 

• It’s Should be About Quality NOT Quantity 

• Speaks Directly to an Urgent Need 

• Gets to the Point (quickly!) 

• Useful and Practical 

 



Content strategy - repurpose. 



So what content has been popular? 

Source: cbanc Network 2012 



1. FFIEC Authentication Risk Assessment / Training Packets / 

Project Plan 

2. Sample Customer Security Message for new FFIEC Guidance 

3. Mobile Banking Risk Assessment 

4. Fair Lending Risk Assessment 

5. E-banking risk assessment 

6. Remote Deposit Capture Customer Eligibility Form 

7. ACH Risk Assessment 

8. UDAAP Policy 

9. Online Account Opening Risk Assessment 

10. Vendor Management Policy with Due Diligence Forms 

cbanc Network – Top 10. 



So what content has been popular? 





Making the basics sing. 

 Webinars 

• Focused topics perform 

best 

• Educational vs. sales 

demo 

• Strong call-to-action 

• Diligent follow-up and 

accountability 

 



Making the basics sing. 

 Email Marketing 

• Content driven  

• Events   

• One call-to-action 

• Diligent follow-up and accountability   

 

Email Campaign Content Type Downloads 

Commercial Lender Exam Checklist Checklist 663 

RE Valuations Q&A 599 

ALLL Q&A 463 

FFIEC Authentication Guidelines Worksheet 364 



Making the basics sing. 

 Direct Mail 

• Personalized data 

• Creative dimensional 

mailings work when highly 

targeted 

• Always integrated with 

outbound calling 

 



Making the basics sing. 

 Conferences 

• Leverage endorsements to the 

hilt 

• Speaking  

• Creative direct mail to drive 

booth traffic 

• Putting your best “foot” forward 

– who man’s your booth? 

• Diligent follow-up and 

accountability   

 

 

 





Referrals – what we know is... 

 Referrals 

• Programs usually do NOT work 

• Asking for the referral 

• Peer group invitations 

• Co-speaking engagements 

• Thanking your referral sources 

• Deliver a remarkable product  

and service 

 



What about Social Media? 
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4 KEYS TO 

SOCIAL MEDIA 

ROI 



 Turnarounds 

 Always a function of Marketing 

 Focus on Customers 

 

 Speak Social 

 Social Media B2B focused Agency 

 Grew and Sold 

 

 CBANC Network 

 Social Applied to Banking 

 Closed Networks are the Future 

 

 

WHERE I GAINED MY INSIGHT 



NOT Free 

 

NOT Magic 

 

NOT Game for Kids 

 

NOT New 

MYTHS OF SOCIAL MEDIA 



 What is “Social Media”? 

 Any digital means of connection 

 

 Where are your customers spending their time 

 

 Can you connect with them? 

 

  

  Facebook  Blogs 

  Twitter   Forums 

  LinkedIn  Review Sites 

SHOULD YOU DO IT? 



 Does your Institution have a Social Media Presence?  

SHOULD YOU DO IT? 

Assets Yes 

All 37% 

> 750m 60% 

< 250m 29% 



 Should  your Institution have a Social Media Presence? 

SHOULD YOU DO IT? 

Assets Yes No Opinion No 

All 50% 18% 32% 

> 750m 72% 8% 20% 

< 250m 43% 20% 37% 



 Are you provided with any Social Media Guidelines?  

SHOULD YOU DO IT? 

Assets Formal Informal Total 

All 18% 30% 48% 

> 750m 29% 33% 62% 

< 250m 12% 27% 39% 



 

Set a Clear Goal 

 

Ignore the Chaff 

 

Quality > Quantity 

 

DO YOUR JOB 

4 KEYS TO SOCIAL MEDIA ROI 



 Fuzzy Goals Create Fuzzy ROI  

 

 Most organizations REFUSE to set specific goals  

 

 Two Steps 

 Who is your Target Customer? 

 Where do you want to influence the Sales Funnel? 

 

 

1. SET A CLEAR GOAL 



 Who is your Target Customer? 

 

 Questions to ask:  

 Where do they spend their time? 

 How do they make a buying decision? 

 What are their pain points? 

 Who do they trust? 

 What can you learn from LISTENING? 

 What can you learn from their BEHAVIOR? 

 

 

 

1. SET A CLEAR GOAL 



 Where do you want to influence the Sales Funnel?  

 

 Examples: 

 Brand Awareness 

 Generate Leads 

 Validation 

 Education 

 Customer Service 

 Repeat Buy 

 

1. SET A CLEAR GOAL 



 Dodge Sienna Minivan 

 

 Customer 

 Families 

 Mom makes most decisions 

 Dad can veto 

 Dad’s are vetoing Minivan Purchases 

 

 Sales Funnel 

  Validation 

 Need for Dads to stop vetoing purchase 

 

1. SET A CLEAR GOAL: EXAMPLE 



 Dodge Sienna Minivan 

 

 

 

 

 

 

1. SET A CLEAR GOAL: EXAMPLE 



 CBANC Network Vendor Content  

 

 QUALITY content 

 91 Downloads 

 

 

1. SET A CLEAR GOAL: EXAMPLE 



 Fuzzy Goals Create Fuzzy ROI  

 

 All Numbers are NOT created equal 

 

 Pay Per Click Campaign:  

 

 

2. IGNORE THE CHAFF 

Campaign 

A 

B 

Clicks 

5,000 

7,500 

Leads 

62 

28 

Sales 

4 

7 

Sales 

$5,000 

$3,500 



 Presidential Candidates Buy Followers  

 

 

 Key Numbers: 

 

 1,000,000 

 

 1,000 

 

 

2. IGNORE THE CHAFF 



 Look at who you are reaching 

 

 Survey of 10 Twitter feeds of Banking Vendors 

 

 

 

 

 

 

2. IGNORE THE CHAFF 

Total Followers 4,712 

Bankers / Banks 6% 

Vendors 13% 

Industry 15% 

Fake 52% 



 

 Quality is in the Eye of the Beholder  

 

 

 Quality content takes time 

 

 

 Formula: 

 Insight 

 Introduction 

Conversion 

 

 

3. QUALITY > QUANTITY 



 CBANC Network Backstage Pass 

 

 

 

 

 

 

 

 

 Continuity Control  

 Target Customer?  

 Increase Validation? 

3. QUALITY > QUANTITY 



 CBANC Network Backstage Pass 

 

 

 

 

 

 

3. QUALITY > QUANTITY 

Insight 

Introduction 

Conversion 



 

 Quality starts by adding value and insight  

 

 Most Campaigns are just Introduction 

 Press Releases 

 New Hires 

 New Products 

 

 Some are just Conversion 

 Sales 

 Product Specs 

 Click to learn more about our product… on our conversion page  

 

 

3. QUALITY > QUANTITY 



 Superman is an Alien!  

 

 Dachis Group Study of firms with “Successful” Social Presence  

 

 Key Findings: 

 Median Salary of employee doing updates:  

  $114,750 

 Department with Most participants:  

        IT 

 Department with Expensive participant:  

 Innovation -  $150k Median, $400k top  

4. DO YOUR JOB 





Social Media Job Functions: 

 

Strategy 

Writing 

SEO 

Engagement 

Design 

Analytics 

4. DO YOUR JOB 



 

Set a Clear Goal 

 

Ignore the Chaff 

 

Quality > Quantity 

 

DO YOUR JOB 

4 KEYS TO SOCIAL MEDIA ROI 



Panel Discussion 
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Fiserv Bank Intelligence 
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Best Lead Sources 



Customer Acquisition 



Webinar Programs 



Search 



Content Marketing 



Marketing Disappointments 



Social Media 



Blogs 



Questions? 

Lorie O’Neill 

770.594.2366 

loneill@critical3.com 

Julie Smith 

404.873.6212 

jsmith@critical3.com 


